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M, men have been here for the convention and are now back 


on the road with the Roblee line. Here’s what they tell me retailers 
have been telling them: “Your new idea in men’s shoes makes sense to 
us... You said you were going to build the best all ’round popular- 
priced men’s shoes in America — and you've done it.” Back here in 
St. Louis we’re getting a lot of letters and wires from retailers who 
have not yet seen the line. If you’re interested, write me and find 


out if a protected territory is still available to you. 


PRESIDENT 


UNITED MEN’S DIVISION—BROWN SHOE COMPANY, ST. LOUIS 
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eOHN B. ATKINSON, American 
and Canadian representative of the 
Bata interests, says that Jan Bata. 
Czechoslovakia shoe manufacturer, 
plans to visit the New York World’s 
Fair around July 1 with 1200 em- 
ployees. 

Mr. Bata will charter an entire 
ship and will give the transoceanic 
holiday to a special group of 
workers as a merit award. Execu- 
tives of the company making the 
trip will pay their own way and will 


remain in the country longer than 
the workers so they may tour with 
Mr. Bata through such industrial 
cities as Chicago, Boston and St. 
Louis. The main group will be in 
New York about two weeks, using 
the ship as a hotel, according to the 
plans. 


CHARLES W. BRANNOCK of the 
Brannock Device Company, Syra- 
cuse, N. Y., agrees with Paul H. 
Stegeman of Evanston, Ill., when 
the latter said in the Boot anp 
SHoe Recorper of Oct. 29—“Many 
children become frightened at the 
sight of a measuring stick.” 





“For,” as Mr. Brannock put it. 
“The old-fashioned right - angle 
stick is a terrible thing for the eye 
as well as the foot. But the Bran- 
nock Scientific Foot Measurer has 
just enough of the mechanical 
gadgetry to intrigue the child. In 
fact, the child is acquainted with 
mechanical devices anyway through 
toys, etc., and in many cases they 
ask for it, examine it and want to 
play with it; and even insist that 
their feet be measured with the 
‘machine’. 

“So, Mr. Stegeman, you no 
longer need to keep the child’s at- 
tention occupied with toys, as we 


(11) 


see in the picture, but give him a 
modern device and he will under- 
stand it.” 
LEO STEIGER of Steiger’s Boot- 
ery, Brooklyn, N. Y., says: 

“One of the abuses that affect 
the retail shoe trade is the ‘boot- 


legging’ of branded shoes. A re- 
tailer selects an advertised line of 
shoes. He is given the franchise in 
his locality. A sum of money is 
spent advertising this shoe locally. 
It takes up valuable space in his 
window. It takes an amount of 
energy and time in selling this new 
line. 

“After a period of time the re- 
\ailer builds up a repeat business. 
One bright day he finds that a near- 
by store has a representative line 
of the brand of shoes he’s been 
pushing — underselling him, steal 
ing a business for that make of 
shoe he has helped to build. 








“Inquiries at the factory bring 
forth the information that they 
have no such account, that some 
underhand business is going on; 
that his competitor is being sup- 
plied with shoes through another 
source. 

“Some factories will cooperate 
and try to run down this source of 
supply. There are some that shrug 
their shoulders at this practice. 

“What to do? Discontinue han- 
dling a line of shoes that you have 
educated your customers to ask 
for? Perhaps you have the answer. 
Have any of your readers had a 
similar experience? What have 
they done to correct an unfair sit- 
uation? I would like to know.” 


_ * Me 


BD AVID R. CRAIG, president of 
the American Retail Federation, 
gives us the background of the 
Federation: 


“Three and a half years ago the 
sponsors of the American Retail 
Federation realized that retailing 
was not receiving the attention and 
consideration due to the third larg- 
est industry in the country. Re- 
tailers’ needs were not being con- 
sidered in formulating legislation: 





being 


wants were not 


retailers’ 
taken into account by government 


administrative agencies; retailers’ 
abilities were not being recognized 
when government and business sat 
down together. To correct this situ- 
ation the American Retail Federa- 
tion was organized by a group of 
far-seeing retailers. 

“The task before us was not one 
which could be completed over- 
night. It has not been completed 
yet. But we have made a fair start. 
During the past three years we have 
heen laying strong foundations. 
What all retailers want can be urged 
effectively upon more than two- 
thirds of the Congressmen and 
exactly half of the Senators. Govern- 
ment bureaus are giving retailing 
better attention; although there is 











—Some years ago a successful mer- 

chandising expert said to me: 

“Put me behind the’ counter in 
any store, give me time to learn 
the goods and prices and I'll sell 
the goods." 

—That was all right for those days, 
but it wouldn't work today—not 
by a long shot. 

—For the 1938 public are brand, 
ingredient and package-con- 
scious. 

—And the sales person who wins the 
confidence of Mr. and Mrs. J. Q. 
Public must know all about these 


things—and others. 


—Point of Sale is the most talked ~ 


of link in retail merchandising 
these days. 

—And the Manufacturer who neg- 
lects to cultivate Point-of-Sale 
and sell it on his product, its parts 
and its use, is missing one big 
bet. 

—Might as well go out of business, 
in fact. 


erg 


President 





still much work to be done in this 
direction. Retailers are being asked 
to assist in government programs. 
Government has begun to recognize 
that retailers have needs, wants, and 
ability. 

“Thus, although retailing still 
does not receive its just recognition 
as the country’s third largest indus- 
try, it has made itself felt. There 
are still serious difficulties to be met 
and conquered. The next two years 
will find a Congress faced not only 
with the gravest possible problems 
of national and international policy. 
but faced also with the demands of 
other organized industries and 
groups. This Congress terminates 
in a presidential election. The 
strength of organized retailing will 
be severely tested. If the Federation 
is to fortify its gains and secure for 
retailing its rightful place in the 
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economic and political affairs of 
America, all retailers must share 
in the work as they have shared in 
the results we have achieved so 
far.” 
* * * 

GWEN WAKELING, costume de- 
signer at 20th Century-Fox studio 
in Hollywood, says: 

“Ivory-white, gold and brown are 
colors rightly favored by girls with 
red or titian hair. That’s one rea- 
son why Arleen Whelan will be 
featured in several important out- 
fits which will be of this combina- 
tion, in her picture now before the 
cameras—Thanks for Everything.” 
Yellow and gold shades, used sepa- 
rately and combined, are looked on 
with favor. Loretta Young had such 
a picture wardrobe in ‘Kentucky.’ 
Brown and white is being used for 
many of the resort-type ensembles. 
Accessories take their cues from the 
colors. A sports hat is of gold 
colored felt, the gauntlets are brown 
chamois, while the shoes and hand- 
bag are of polished alligator.” 


* * 7 





e3 OSEPH KALISKY, former presi- 
dent of the Chicago Shoe Travelers’ 
Association and one of the real 
veterans of the business, has this 
message regarding monthly shoe 
shows to pass along to the rest of 
his colleagues: 

“I have been asked by many 
members of the Los Angeles Shoe 
Travelers Association why I advo- 
cate a monthly shoe display show, 
how it benefits the shoe traveler, 
and particularly the shoe retailer. 

“First—many of our members 
are not in the city when meetings 
of the association are held and 
could hardly be expected, at the 
expense of loss of time, to be at 
all meetings. But in my years of 
experience in this work, I find the 
most successful shoe travelers are 
those who believe that a fraternal 
feeling is developed in a gathering 
of men who are interested in a 
common cause and who occasion- 
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ally hear at these gatherings some- 
thing of vital interest and impor- 
tance; and can be of great assis- 
tance to their co-workers who have 
not attained that success. 

“The shoe travelers who partici- 
pate in these regular monthly shows 
say that the two days’ show is a 
saving of many dollars to them as 
they see more retailers in these two 
days than they can call on in two 
weeks. The retailers have formed 
a habit of attending these shows 
and the attendances are growing 
rapidly.” 


a o a 


Hi. J. JUDGE of Seattle, Wash., 
says: 

“Hurrah for a kicker! David 
Werbner of Manchester, Conn., in 
your Oct. 15 issue, indicated that 
he also is experiencing a disagree- 
able public practice which he would 
have stopped via ‘a law.’ 

“It’s about time the shoe retailers 
raised their voices to have a ‘pesky’ 
public practice stopped. The pub- 
lic has been making a ‘sucker’ out 
of the shoe store operators long 
enough and certain large stores 
have been cashing in on it. Why 
not have it stopped? 

“It would require some united 
action by shoe men to get the nec- 
essary law passed but it would be 
worth trying—a little united effort 
for a law that would require all 
stores selling footwear to maintain 
a fitting service for such footwear. 
This would stop the present prac- 
tice of women going to shoe stores, 
posing as customers having shoes 
fitted just to find out their correct 
size. This costs those stores main- 
taining a fitting service money.” 


* * ” 


LOUIS G. FEMAN, chairman, 
Shoe and Leather Goods Depart- 
ment of the Central High School of 
Needle Trades of New York City, 
has been conducting a series of free 
lectures for persons interested in 
leather goods. The final talk on 
leather will be made by Leo H. 
Elkan, vice-president of Gutmann & 
Company, Chicago, Ill, on “Raw- 
hide: Its Preparation and Uses.” 
Members of the trade are invited to 
attend on November 22 at the Cen- 
tral High School of Needle Trades, 


716 Sixth Avenue (Corner 23rd 
Street), New York City. 

The work of vocational training 
at this school, in shoe designing 
and shoe merchandising is perhaps 
the finest piece of adult training in 
the industry. Mr. Feman says: 

“The prize design contest, spon- 
sored by the Kidskin Guild, has 
created a lively contest spirit both 
in our major art and shoe classes. 
The evening group has already 
started on their exhibits. To watch 
the adults in the evening class work 
on their models is a source of in- 


. . ” 
spiration to us. 
& = a 


SHOE polish may some day be 
manufactured from a rice by-prod- 
uct heretofore considered worthless. 

Rice bran oil, when treated with 
oxygen and an agent for hastening 
the chemical reaction, forms a syn- 


thetic wax which can be used as the 
basic material in the manufacture 
of shoe polish, carbon paper, fur- 
niture polish and certain cosmetics. 


@LYDE K. TAYLOR and Herman 
Meyer, Michigan convention chair- 
men, are distributing a “flyer” from 
convention headquarters, Hotel 
Statler, Detroit, Michigan, indicat- 
ing the improvement in the business 
outlook for that state. Here are 
some of the cheer lines: 
“Glass Firm at 100 Pet. Ist 
Over Year.” 
“Detroit Leads U. S. in Relief Roll Drop.” 
“Boom Starts in Building—2 Million Dol- 
lar Days Noted This Month.” 
“Michigan Payrolls Increase 26.5 Pct.” 
“Factory Pay Rolls and Construction 
Show Gains.” 
“Steel Jobs Gain in Upturn.” 
“$754,000 Navy Order to Grumman Air- 
craft.” 


Time in 


The Jones Company advertising manager goes after the air-minded trade. 





SOCIETY OPENS 
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THE 


“Boot and Shoe Recorder” Artist Makes 
Seme Interesting Sketches around Town 
and Presents Them with a Touch of the 
Can Can Suggested by the Ballet Russe 


shoe in lacq 
strips. hy a. by Elly Norden. 


EN satin and tulle, feathers and furs, jewels and glitter 
and color, the world of fashion sweeps by to the open- 
ing of play and ballet, opera and horse show. And our 
fashion scouts have been out, sketching and observing 
what the smart woman is wearing on these gala 
occasions. 

From Chicago, late last month, we had a colorful 
account of the opening of the Civic Opera season. In 
the orchestra, dress circle and boxes, women looked 
like the audience that once filled the farznous diamond 
horse-shoe of the old auditorium. Hoop skirts, Grecian 
and Empire styles, high bodices, bared shoulders and 
uplift hair styles carried out the trends predicted by 
fashion writers. Jewels glittered as of old, with dia- 
monds, rubies, emeralds and pearls leading the array. 

Big fashion news of the evening were sequins which 


Picturesque black satin clox 
with multicolor sequins. 


appeared on headdresses, gowns, wraps and shoes. 
Many women seized the opportunity to match a pair 
of sequin slippers to the rest of their costume or to 
provide a colorful contrast to a black costume. In 
several cases sequin shoes were chosen in colors to 
match the corsage or flower in the hair, worn with a 
black dress. 

Many platform shoes were seen, including several 
pairs of very high ones. One particularly striking pair 
were white embroidered in gold to match the gold and 


white sequins of a white jacket dress. Several black 
and gold high models were worn with simple black 
gowns. Gold and silver platforms in the 44 to 4% inch 
heights were seen on shoes dyed to match or contrast 
with the gown. Platforms studded with rhinestones 
and jewels were plentiful, especially to complement 
dresses trimmed with the same stones. 


THERE were many gold and silver slippers, although 
not as many as in other years. Black slippers were 
popular in braided and banded effects, some with gold 
or silver kid platforms, some with pipings of the same. 
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FORMAL EVENING 


In general, costumes were unusually colorful and the 
shoes worn with them were as varied as the costumes. 
There did seem, however, to be a tendency to select 
shoes that complemented at least one color in the cos- 
tume. A brocaded pearl satin gown, for instance, was 
set off with crimson sandals and other accessories. An 
ice blue slipper satin was trimmed in fuchsia satin 
which echoed the other fuchsia accessories. 

In New York, at first nights in the theater, at the 
Ballet Russe and the horse show opening, there is the 


Green satin pump with silver 
kid binding. 


same story of color and splendor and elegant or pic- 
turesque period silhouettes from the pencil slimness 
of the Grecian or Empire type (with skirt slit to the 
knee and showing the sandal to good advantage) to the 
wide billow of the hoop skirt, revealing the foot onl) 
now and again. 


SHARING in this revival of period styles, are many 
little elegant touches in accessories. Ostrich plumes are 
back again in the hair, and in jackets and capes with 
muffs to match. Jewelry is resplendent in color and 
striking in design. Fabrics are rich and glowing in 
texture and color—slipper satin (very important this 
season); taffetas, brocades, lamés and moires; tulle. 
lace and net, and, of course, velvets. 

In wraps, furs easily come first with many fur- 
trimmed velvets second, then brocades. The velvet 
cape with fur-trimmed hood is a picturesque new note. 
But the newest note is the tweed coat, long and fitted, 
usually trimmed with kid scroll appliqués. On a strik- 
ing white coat we saw gold used and on « blue coat, 
silver. 

And everywhere, on everything, color and more 


Biack satin and faille with rhinestones 
studding the platforms. 


color, if not in the dress and wrap, then in the acces- 
sories. 

With all this fashion interest in trimmings, jewels 
and color contrasts, no wonder that the platform shoe 
is proving to be the season’s favorite. It is new. both 
as a shoe construction and as a trimming treatment. 
We have seen it at every smart gathering. All ages are 
wearing it. It can be as conservative as you please, in 
a simple kid surface of gold or silver on a classic black 
shoe or it can glitter with rhinestones or sequins in 
newer versions for the woman who likes to be jeweled 
from head to foot. Coordination of jewel colors with 
other accessories is a fashion highlight this season. 

Of the “clogs” (the two or three-inch platform shoe) 
only a sprinkling are to be seen. The style is too ex- 
treme for general acceptance but it is being worn by a 
limited few as an evening spectator shoe—for dinners 
and the theater, not for dancing. The large area for 
trimming is being successfully used in several ways. 
Rhinestones, jewels and sequins are very effective. Gilt 
medallions, or silver or gold kid appliqués are also 
striking and give the shoe a classical look especially 
suited to the Grecian dress silhouette. 

In materials, much gold and silver kid was seen but 
this is being cut into by more satin shoes. Many of 

[TURN TO PAGE 32, PLEASE] 


Black velvet with silver or gold 
platforms. 
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Building Business Outside o+ 


by AL P. NELSON 


IN this day and age when business is hard to get and 
store operations often complex, the shoe salesman and 
clerk should always remember that the life blood of 
the store is SALES, for from sales come profit, and 
profit helps to keep a store in the proper condition to 
stay in business, pay wages and plan for improve- 
ments 

When sales are hard to make, the shoe salesman often 
thinks, “What can I do to help my employer get more 
business? I must remain in the store all day, waiting 
on people who come in; if I could go out and solicit 
business it might be a different story.” 

However, there are many things a shoe salesman 
and clerk can do during his daily routine to stimulate 
business at the place where he works, as has been evi- 
denced in many instances. The following advice on 
selling has been tested nationally and found produc- 
tive. Shoe salesmen can use it to good advantage. 

1. In conversation, whenever possible mention the 
store where you work, the fine shoes and hosiery car- 
ried in stock, the reasonable price, the large number 
of satisfied customers. Shoe salesmen contact many 
people, in the store, during lunch hours, in home life, 
in social life, etc. There are many opportunities in 
your routine life, Mr. Shoe Salesman, where through 


Read your society a mar- 
ried couples may shortly be candidates 
for baby shoes. 


Cultivate a hobby. The more people you 
know, the greater your possibilities for 
selling them. 


carefully planned conversations you can build prospects 
for your store. Think it over. 

2. Use shoes sold by the store for which you work. 
How often a customer asks, “Did the shoes you are 
wearing come from the store stock, and do they wear 
well?” And isn’t it embarrassing to confess sometimes, 
if you do, that you bought your shoes elsewhere? If 
you are wearing a pair of shoes sold by your store, and 
they have given you good wear and look well, why not 
point that fact out to an undecided prospect? It may 
be the deciding factor in the sale. Don’t reach into the 
ether for high-pressured sales arguments; use those you 
have. The pair of shoes on your own feet will sell more 
shoes for you. Keep them in good condition, and don’t 
forget to mention, especially to men, what a wonderful 
thing it is to have two or three pairs of shoes, to make 
possible several changes a day, and the greater foot 
comfort which results. It may help you to make a 
two-pair shoe customer out of a one-pair man. 

3. The shoe salesman will find it very valuable to 
make all the friends he can, wherever he may be. It 
adds to HIS drawing power. These friends will often 
go out of their way to buy shoes for themselves and 
their families at your store. 

4. Belong to organizations—get to be well known. 
It is conceded by all merchandising experts that a man 
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THE STORE. 


Things Every Shoe Salesman Can Do To 
Imerease Stere’s Sales And Make 
Himself More Valuable Te His Empleyer 


who belongs to numerous worthwhile organizations 
enhances his value for making friends and securing 
business. Such organizations would include baseball 
and tennis clubs, church and civic organizations. Many 
membership fees are low; it won't cost you much to 
belong, and you can lay the groundwork for friend- 
ships and contacts that will eventually bring your store 
more business. 

5. Patronize those who patronize your shoe store. 
whenever possible. It is a good policy in this respect 
to know the business or occupation of every person 
who buys shoes at your store. Then make a policy of 
buying from such people and inducing your family and 
friends to buy there also. Reciprocity in business is a 
powerful trade factor. : 

6. Read the advertisements of competitors to become 
better acquainted with their products. All of us like 
to read about sports, the latest scandals, etc., and it 
takes only a little extra time for a shoe salesman to 
read competitors’ ads, too. Then you know what you're 
talking about when you are selling the shoes your store 
stocks. 

7. Be on the lookout for notices of marriages, births, 
etc. The boss will appreciate your turning over to him 
the addresses of people who can be sent a letter in- 


Pride in your store’s merchandise will 
cultivate pride on the part of the cus- 
tomer. Make the shoes you wear work 
for you and always keep them polished. 


viting them to come to the store for shoes. Newly 
wedded couples need shoes, and maybe baby shoes 
later on. Get in on the ground floor and be in a posi- 
tion to get first chance at this shoe business. 

8. Watch for strangers moving into your locality, 
Mr. Shoe Salesmen. Make their acquaintance if you 
can, personally or by letter. Maybe they will come to 
your store to buy shoes instead of going elsewhere. 

9. Read the advertisements of your own firm and 
watch the windows very closely, so you know what 
your store is trying to sell and how it tries to sell cer- 
iain products. If you do this, you will find merchandis- 
ing ideas popping into your head, and the boss will be 
glad to get some of them. It'll help make your job 
more secure, too. 

10. Those with whom your are conversing might 
have difficult problems, foot problems. Many times 
you can recommend your firm’s shoes to solve these 
foot problems. Remember you are in business to serve 
as well as to sell, and as you serve so shall you sell. 

11. Be interested in something else besides your 
work. Have a hobby, and then make the acquaintance 
of people who also like your hobby. All these people 
need shoes for themselves and family, and certainly 
they won’t be adverse to giving you a chance to fit them. 

12. Be careful of personal habits. This is a trite but 
very important point. The clean, courteous, well-shaved 
shoe salesman is an asset to his firm, and he will sell 
more shoes. Remember a smile costs you absolutely 

[TURN TO PAGE 32, PLEASE] 


(7 Increase your acquaintanceship by join- 
ing organizations—it might increase your 


sales. 
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OUTLOOK 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


The Publie on the Move-In Shoes 


THE locomotion industries are out to capture the 
imagination of the American public in the year 1939, 
for if they do capture the imagination of the American 
public, getting the money is comparatively easy. They 
do things well in the automotive industries. They stage 
a pre-view in November of next year’s models and 
stir up the imagination of the public not only in a 
New York show but in every sales room in the nation. 
So the blue ribbon goes to the automotive field for its 
advertising and promotional audacity. Millions on top 
of millions have been invested to sell the idea—“Let’s 
Go Places—'Sitting Down.’ ” 

In the same mid-November week that the automotive 
industries launch their campaign for 1939, the shoe 
industry is endeavoring to launch its Spring 1939 sea- 
son. It stages its Shoe Fashion Guild show with high 
hopes and practically every manufacturing line in 
America starts samples and salesmen out into the field 
for orders. The automobile industry launches its sea- 
son with millions, while the basic locomotion industry 
—shoes—says it in nickels and dimes. But maybe the 
proportioning is in ratio to the prices of the product. 

Nevertheless, we are both in the locomotion business 
and we have a feeling that ours is much more important 
to the health and happiness of the American public. 
We may never get back the true sense of proportion ot 
the utility and satisfactions but we can at least present 
our proposition in a spirit of vigorous showmanship. 
Because the battle for the dollar continues and indus- 
iries prosper in relation to the energy they put into 
their own promotions. 

We all have a general feeling that business has 
possibilities for progress in 1939. It takes time to put 
all the gears in mesh so that American business can 
move down the path of prosperity. The outlook is 
hopeful. Seasoned business men know that it takes 
time and patience. 

This new locomotion outlook is worth surveying to 
see what part shoes play in it. Automobiles for the 
first money and streamline trains, airplanes and cruise 


ships fit into the picture of travel. It is obvious that 
no one boards these vehicles without footwear. Children 
may be born without shoes but they soon learn that 
the rest of their life is in shoes. No man can be a long- 
range pessimist on the shoe business because of this 
basic law of civilization” The very diversity of footwear 
that walks into 1939 should be an inspiration and an 
incentive. Already we sense the growing interest of 
the American public in uncommon and unusual foot- 
wear. We sometimes are too close to our own stock 
shelves to see that there are changes in the human situ- 
ation of deep significance to the forces that cater to a 
public that moves so restlessly about. 

America is on the move and it won’t be entirely in 
the types of shoes that are common to our stocks. A 
new spirit of foot liberty has captured the imagination 
of the public. So, in all probability, significant changes 
will appear in the “extra” shoes worn by the public 
going places. 

Remember, also, there is a world’s fair in both New 
York and San Francisco, and America will be on the 
long trek for amusement and the incidental education 
that comes from those events. We understand the theme 
song to be launched January Ist in the New York 
World’s Fair bears the title: “The Dawn of a New 
Day.” Remember, dawns in business are not like the 
dawn in verse that “comes up like thunder out of 
China ‘cross the bay.” The new shoe day is one that 
comes up step by step from what has gone before. 

The sunlit hours of leisure are increasing in America. 
For some time the work-day is shortened and the play- 
day is lengthened. We feel that the field of leisure 
footwear broadens because of the increase of free time. 
We feel that it is the most important factor in Amer- 
ican life because it has turned the spending stream 
away from solid and substantial things that were “first” 
in the last quarter century. . 

Today man needs food, shelter and raiment, but he 
has also found the need for movies, golf and all the 

[TURN TO PAGE 48, PLEASE | 
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‘This is 
the 


ACRO 


The Acro-balance is a patented resilient filler that stays flat—never gets lumpy. It cannot 
come loose. It equalizes pressure on the outsole, assuring an even tread, longer wear. 
Cushioned comfort and greater protection from bruises. It’s a big extra value you get only 
in ACROBATS and BALANCERS. 


BAT S ACROBAT SHOES 


Sizes 814-1214, 13-4 
Priced to retail profitably 
at $3.00 and $3.50 
BAT Si 


BALANCER SHOES 


ACRO-BALANCE Sizes 214-6, 614-8 
Priced to retail profitably 


at $2.50 IMPROVED. WELT SHOES 
Write or wire for representative 


20th CENTURY SHOE CORP. wissesor: 
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Transformation for Sales Uplift 


CREATE customer appeal and em- 
phasize merchandise values were the 
keynotes in the recent modernization 
of the shoe department in Capewell, 
Sullivan, and Furth’s department store 
in Oakland, Cal. 

Formerly the department was of the 
old conventional type—the shelves 
running the full length of the wall 
and from floor to ceiling, faced by 
full length, back-to-back, rows of 
chairs—giving the effect of a dark 
cumbersome interior. 

Now all is changed— instead of long 
80-ft. runs of stock shelves, there are 
short 20-ft. lengths, brightly painted, 
and hidden behind attractive wall- 
board partitions with. generous door- 
ways at short intervals to give easy 
access to the stock and to give more 
light from the windows. 

The rows of chairs have been re- 
moved and replaced by movable chairs 
placed in informal groups. This 
gives the shop a more intimate feeling 
as well as emphasizing the subdi- 
visions of the department—sports, 
dress, and popular-priced shoes being 
retailed from separate sections in the 
department. 

Each week a separate section in the 
front of the department is devoted to 
the promotion of one particular style 
or shoe. 

Store official, T. W. Sullivan, says, 
“The first consideration in this suc- 
cessful remodeling job was to obtain 
greater display value, second to make 
the department more comfortable for 
the customer, and third to simplify the 
selection of stock and the giving of 
service by the clerk.” 

* * * 

“.. give comfort to your feet and 

smartness to your ensemble.” 


(Dreyfuss and Son, Dallas) 


as PP” ais 
» % . 8 


Do You Have a Vacant Store 
Adjoining? 


DOUBLE the window display space 
is obtained by the New Jersey Shoe 
Market in Newark by using the win- 
dow of a vacant store adjoining until 
that store is rented. The shoes are 
displayed in a 3-ft. high illuminated 
box display the full width of the win- 
dow. The upper two-thirds of the 
window is soaped over with a FOR 
RENT sign in the center. 





T 


Sn 
et Hey 








This not only helps the Market's 
shoe business but aids the landlord 
in renting the vacant store by direct- 
ing prospective tenants to that store’s 
possibilities. The extra window car- 
ries a complete line of men’s boots, 
rubber boots, black and in colors, 
hunting boots, and kid and calf high 
shoes or shall we say low boots—34 
different numbers in all. Boots as a 
specialty draws trade from a fifty- 
mile area. 


—OPI— 


“In Touch with the Times” 
AN association has been formed by 
a group of Denver retailers to promote 
shoe business and develop friendship 
and social contacts among the trade. 





Meetings are held once a month at 
the Denver Athletic Club. 

There is a new chairman every 
meeting, and he appoints committees 
in charge of entertainment, business 
research, advertising, display, and 
other subjects of interest. The duty 
of the committees is to present an edu- 
cational program at every meeting. 

The association, through its Athletic 
Board cooperates with local univer- 
sities in keeping tabs on campus styles 
in footwear and suggests new promo- 
tions for the various seasons. 

To bring about more profitable re- 
tailing among its members, the group 
places each step in business improve- 
ment in the hands of a person, or com- 
mittee, already noted for work in that 
field. Thus, a retailer whose windows 
are always good sellers may report 
on “Display.” another, who does a 
heavy retail trade, on “Points on get- 
ting the Young Crowd’s Goodwill.” 


+ ~ - 


“Rise high in the world of fashion.” 
(Regenstein’s, Atlanta) 


—OPI— 


“For Men Only” 


CARSON PIRIE SCOTT AND COM- 
PANY, Chicago department store, has 
the ideal solution for the male who 
every December dreads the inevitable 
scramble around crowded counters for 
Christmas gifts for mother, wife, 
sister, or sweetheart. 

On the second floor, they have 
opened a shop “For Men Only” where 
feminine merchandise from all over 
the store‘ awaits his selection. Here, 
amidst club-like and comfortable sur- 
roundings, the worried male may 
browse sans feminine pressure or may 
seek advice from understanding sales- 
girls. 
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BEST IDEA OF THE WEEK 
SHOW CUSTOMER—“TIME MARCHES ON” 
(Edward H. Ellis, Boulder, Colorado) 


cate with me immediately as to what your intentions 


O.P Jdeator—“They tell me that you have a good 
are as to a settlement of this account. 


ing retail accounts in the past. 


,”? 


time flies. 


and a reminder; 


Colorado. 


this account to 


This is not a form letter. 
to you of your own neglect. 





idea for collecting old accounts?” 


Edward H. Ellis—*“We had the usual trouble collect- 
But now we have al- 
most a sure fire letter that shows the customer, ‘How 


O.P Ideator—“How does it work?” 


Mr. Ellis—“We send a letter to the delinquent cus- 
tomer containing two calendars calling attention to the 
tardiness of the account, a statement of the amount, 


To: A. D. Linquist, 575 Mountain Road, Boulder, 


The check mark indicates how long you have owed 


Boulder Shoe Store, $12.60 


It is a serious statement 


I shall expect you to see me in person or communi- 


193 


¢ 


Very truly yours, 


Edward H. Ellis. 


3 F 








JULY 


JULY 








AUG. 


AUG. 





SEPT. 


SEPT. 





JAN 
FEB. 
MAR. 
APRIL 


ocT. 


OcT. 


a 





MAY 











JUNE 


DEC. 

















You cannot tear this calendar off this sheet. ‘ — 
O.P Ideator—“What results have you had? 


velope. 
seven. 


Mr. Ellis—“It has been very successful considering 
the fact that it is used only on accounts that we are 
tired of working on. 
letter, which, folded twice, fits in a short window-en- 
The first ten letters brought payments from 
The first hundred letters brought cash or re- 
sponses from seventy-three.” 


It is sent out in the form of a 








OPI— 


Shoe Store Ten Commandments 


By Eugene S. Edwards of the Ortho Shoe 
Clinic, 715 Halsey Street, Brooklyn, 
New York. 


l. Thou shalt get to work on time. 

2. Thou shalt work energetically for 
thy employer if thou would’st expect any 
recognition from him. 

3. Thou shalt treat thy customers as 
thou would’st be treated. 

4. Thou shalt not fail to T.O. every 
customer regardless of how good a sales- 
person thou may thinketh thyself to be. 

5. Thou shalt take p:ide in thy stock 
as if it were thy own. 

6. Thou shalt always endeavor to make 
every customer feel at home in thy store. 

7. Thou shalt always remember that 
the foundation of salesmanship is cour- 
tesy. 

8. Thou shalt not feel that thou art 
above thy fellow man regardless of the 
position thou holdest. 

9. Thou shalt not forget that by selling 
findings that thou art enriching thyself 
as well as thy employer. 

10. Thou shalt remember that success 
depends upon the man and that as ye 
sow, so shall ye reap. 

. © we 

“Elastic Suedes—they s-t-r-e-t-c-h to 
give new freedom—they fit like a coat 
of paint—they sculpture your foot.” 

(Berland’s, Chicago) 








First to Present 


THE SHUTTER SHOE 


I's an open and shut cose. This new step-in by Rice-O'Neill 
is one of fell’s outstanding fashions, Nipped out from toe to 
instep, it lets your foot shine through like @ flash of light 
through @ shutter. Soft end cool as the beech sandals you've 
worn oll summer. it offers you @ perfect way to ease into fe! 


Rate Tee tele eres Pree 


HOLMES 


NEW ORLEANS’ QUALITY DEPARTMENT STORE 








Feet First—is an open and shut 
case for this Fall. 





“It’s going to be a brilliant winter 
a-foot.” 
(Frederick & Nelson, Seattle, Wash.) 


OPI 


BDO you need a few catchy Christmas 
ad lines to use in your window and 
newspaper advertising and to display 
on gay signs around your store to at- 
tract the eye of Christmas shoppers? 


“Praise his ability with gifts of utility.” 

“She deserves a present with a futuce.” 

“When you think practical—-remembet 
foot gifts.” 

“Gifts 
ceived.” 

“To his Majesty the Baby.” 

“Take the if out of GIFTS.” 

“Yes my darling Daughter there is a 
Santa Claus.” 

“Give foot Gifteries.” 

“In the new Christmas stocking.” 

“Shoes, the practical Gift.” 

“Bagged for your Christmas ‘Eve.’ ” 

“The brightest star in gifts—handbags.” 

“Please him the easiest way—with slip 


proudly given—-proudly — re 


pers.” 
“Baby gifts for the Christmas tree.” 
“Be nifty this thrifty Christmas.” 


* * * 


“Your vanity will approve the lux- 
ury (and your feet will relish the 
comfort)” 


(Fyfe’s, Detroit) 





PROBLEM FORUM 


FOR RETAILERS 


At National Shoe Fair 


Practical Discussion of Subjects of Vital Inter- 
est to Shoe Retailers Scheduled for Tuesday 
Evening, January 3, at Hotel Stevens, Chicago, 
with Joseph T. Geuting, Jr., of Philadelphia, 


Presiding as Chairman. 


HE AVE you had a difficult shoe problem in your store 
during 1938? Would you like to know the practical 
answer to this problem? You can exchange it for a 
cashable idea at the National Shoe Fair, to be held 
in Chicago, Tuesday through Friday, January 3, 4, 
5, and 6, 1939. 

On Tuesday night, January 3, in the Stevens Hotel, 
a practical program has been planned which will meet 
with the wide approval of every visiting shoe mer- 
chant. The entire evening meeting will be devoted to 
“Shoe Store Problems.” This meeting conducted by 
the National Shoe Retailers Association, will present 
an array of speakers, each a successful merchant 
leader, who will discuss the following pertinent sub- 
jects so essential in successful shoe store operation. 

The question of more customers in the store and 
how to build store patronage and prestige will be an- 
swered in an address “How To Create Traffic.” Another 
address, “Merchandise Control,” will include in the 
discussion the problem of conflicting lines and how to 
avoid this error, budget buying, stock control, mark-up 
and mark-downs, and the hazard of too many com- 
peting price lines. The final address, “Your Selling 
Personnel,” to be presented at this meeting of merchant 
minds, will have strong appeal to store owners, as few 
merchants are without constant problems relating to 
the selling organization. 

Many merchants will say, “But I have an individual 
problem, peculiar to my store, and I fail to find the 
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JOSEPH T. GEUTING, JR. 


solution in talks covering broad subjects on shove store 
problems.” This program is planned to meet this very 
situation. Thought and study in the development of 
the meeting was given to individual problems of indi- 
vidual merchants. Realizing that not everyone is gifted 
to present a particular problem before a large audience, 
a new approach has been adopted which will enable 
every merchant attending the Fair to secure the advice 
and information he desires regarding his store diffi- 
culties. 


HIERE is all you have to do. Write out your problem 
now, sign your name if you choose, include the size 
of your town, something of your volume and price 
range and mail it to: Professor Problem, National Shoe 
Fair, Stevens Hotel, Chicago, Illinois, and on Tuesday 
night, January 3, in the meeting “Shoe Store Prob- 
lems” your question will be answered. Old Professor 
Problem himself will be in attendance. Following each 
address the learned Professor will conduct a quiz and 
from a selected group of successful shoe merchants 

your problem and scores of others will be answered. 
This type of presentation offers a rare opportunity 
for merchants to come to the Fair and secure advice 
from shoe men who have been recognized for their 
success in the retail shoe business. The presiding 
genius of Joseph T. Geuting, Jr., Chairman of the 
Program Committee, who will conduct this meeting, 
[TURN TO PAGE 32, PLEASE] 
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PATENTED PROCESS 


"Pe eed ee Pe ae 
Be eg Ge ee ee 


Siyle No. 1150 LONSDALE LAST 
: Style No. 1151 


Brown grain calf 


Oxford Brown calf Oxford 


Anticipating WET DAYS 
of Zall and Winter! 
FOOT-JOY Presents New Style Numbers with WATERPROOF FEATURES 


For fall and winter wear, these numbers should make a strong appeal. We do not, of course, claim they are as water- 

oof as rubber boots, but we are confident they are as nearly waterproof as it is possible to make a street shoe without 
loss of style and character. Top-ranking golf pros have tested these new exclusive Foot-Joy processes built into golf 
shoes. After many rounds of tournament play in all kinds of weather . . . wetter going, of course, than is found usually 
in street wear . . . they have given the shoes their okay. 


With such an endorsement, we present these processes as a forward step in shoe making. We carry these shoes in 
stock and will ship your order as promptly as possible. 


FIELD and FLINT CO.—Brockton, Mass. “Boot Makers to Gentlemen Since 1857” 


Also — Also — 
Dr. M. W. Locke Anatomik 
Shoes for Men Shoes for Men 








, : yeah aa Pe 
SJ/lO€ that § Di Pre RM. ams 











V AL RICHTER, manager of the women’s shoe depart- 
ment in the Chandler & Company store at 150 Tremont 
St., Boston, tells the story of a woman who came in 
to buy a pair of bedroom slippers. Instead of follow- 
ing the usual procedure of picking the merchandise 
from a table, wrapping it and handing it to the cus- 
tomer, the salesman asked her to take a seat nearby. 
He measured her feet, determined the correct size and 
fitted the slippers. 

“That customer,” Mr. Richter says, “left the store 
with one pair of slippers, one pair of rubbers and 
three pairs of shoes.” 

Which illustrates about as well as could be expected, 
a neat merchandising policy which is part and parcel 
of the scheme of things in this department. 

Stated briefly, this policy consists of stocking an un- 
usually wide variety of slippers and boudoirs all the 
year ‘round; and of selling them, not only as a means 





The case at the left in the Chundler shoe department is used for a permanent slipper display. 
Once the customer decides on the style, she is led even farther into the department while 
being fitted and is exposed to “shoe temptation.” 


How a Boston Slipper Seetion 
Inereased Shoe Business 


A Neat Merchandising Policy Adepted by Chandler & Co. 
Has Inereased Sales, Both on Boudoir and Regular Footwear 
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by OWEN A. THOMAS 


to a profit, which is considerable, but also of servicing 
slipper customers in the way above described in order 
to get them seated in the shoe department, where they 
have ample time to admire and get acquainted with 
the shoes on display. 

Strangely enough, this policy, adopted as a quick 
way of building up the business of a comparatively 
new department which has plenty of intelligent com- 
petition, has not included featuring slippers and bou- 
doirs in the company’s newspaper advertising. It hasn’t 
been necessary. 

The Chandler shoe department is on the second floor 
of the store and has considerably more traffic than one 
would ordinarily expect to find there because of the 
presence on the same floor of a well-established mil- 
linery department and another department currently 
devoted to women’s fur coats. 

[TURN TO PAGE 44, PLEASE] 
































BOOT ann SHOE RECORDER, November 19, 1938 


A IR JSTEP 








We have the greatest comfort feature in the business— Air 
Step’s “Magic Sole.”” Now we're out tooth and nail to make 
Air Step the best styled line in the $6.00 field. We don’t think 
a retailer can hope for a better combination than the one 


we're giving to him. Better see this line for Thirty-Nine! 


WALTER TARLTON 
Women’s Division 
Brown Shoe Company, St. Louis 


Six Experts in Search of a Style—Even after an Air Step style has been seen in sketch or pullover form, and as an actual 
shoe — it still may not get in the line. It has to look smart and well balanced on the foot! Here are six of Air Step's 
merchandise and style experts saying “Thumbs up” or, maybe “Thumbs down” on a prospective new Air Step. 











suspended from the ceiling, a back- 
ground of white topped by a drop of 
soft blue, the figures of a skater on 
one side and on the other a girl in 
formal clothes—all white and set in 
large white circles—all contributed to 
creating an effect of shimmering, 
crystal, icy fragility which was out- 
standing by reason of the startling 
contrast it offered to the gaily colored 
windows of other stores on the same 
street. Here again, a basic idea, in- 
expensive props, and a great deal of 
careful, shrewd thinking, produced the 
desired result—a unique window 
which, because of this very quality, 
stood out from those surrounding it. 


Brilliant Color Effects 

In direct contrast to these windows 
of crystal fragility, and from the 
point of view of brilliance, both the 
windows of the Empire Shoe Store and 
the A. S. Beck window on the same 
street were noteworthy. The Empire 
window used bright red for a back- 
ground, with gold as the main feature. 
Gold leaves, gold columns, and a girl 
in evening dress in a carved gold 
frame produced the regal effect of 
these colors in combination. The A. S. 
Beck window was interesting, both 
from the standpoint of. brilliance in- 
herent in the colorings of the window 
itself and from that of its timeliness. 
Huge fruit in striking Autumn colors— 
enormous grapes, apples and pears— 
were used singly and in groups on the 
floor of the window. Some were used 
as stands for the shoes displayed. The 
intimation of the harvest season made 
here was to a certain extent respon- 
sible for the success of the window. 


The Appeal of Timeliness 
Timeliness was the inherent appeal 
of two other New York windows. Way 
downtown in Essex Street Jacobson 
Brothers built their display around 
this same harvest theme. Simple, eas- 
ily available props were used, but the 
effect was worthy of note. A simple 
idea carried out with much thought 
and care netted a window that was a 
distinct asset to the store. The blow- 
ups of Fall scenes, the Fall leaves and 
branches, the wagon wheel, and the 
rake placed in the center of the back- 
ground lent this idea definiteness and 
color. Fall leaves grouped between 
walking shoes gave an atmosphere of 
the country at harvest time—so much 
so that it was almost possible to smell 
the burning leaves typical of this sea- 
son and subtly hinted at by the rake 
and Autumn leaves on the floor. This 
window was planned and executed by 
Frank Stein of the New York Shoe 
Display Associates. This store has just 
installed a new front, part of which 
can be seen in the photograph. 
Another example of timeliness—tie- 
ing the promotion up to the season— 
was the football display featured in 





Progress on the Popular Front 


[CONTINUED FROM PAGE 21] 


the Bootery window on 34th Street. 
Here again was a window carefully 
thought out and well executed. A large 
painting of a crowded stadium set 
against a background of bright green, 
a green gridiron and white goal posts 
topped by a football in the foreground 
were used to convey the idea. A white 
runway leading up to the stadium and 
marked with miniature pennants of 
various colors and miniature figures 
walking up to the stadium, and the 
pennants from various colleges were 
secondary considerations which insured 
the success of the main idea. 


Football Idea Provides Punch 


Spectator sports clothing on the min- 
iature models and a group of walking 
and tailored shoes around the display 
added to the general effect. But the 
important point of this window was 
the fact that it came at a time when 
the general public is football minded— 
and therefore carried twice the punch 
otherwise to be expected. 
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slippers—in silver kid, silver mesh, 
rhinestone fabric. The window caused 
many a pleased exclamation on the part 
of passers-by—showing that a good 
idea carried out rigorously with the 
stern . omission of any extraneous 
thoughts is more likely to make a fa- 
vorable impression on customers than 
a window which contains a little of 
everything which is in the store—a 
piece of every idea which is in the 
display man’s head! 

In another side window Russeks car- 
ried the silver idea even further. 
Here, featuring the spat shoe, a woman 
in a silver lame dress and a black coat 
was the main figure, and shoes set in 
large crystal rings were suspended 
from the ceiling by deep purple velvet 
ribbons. Silver plateaus and silver 
fixtures completed the window. 

Russeks in these windows followed 
a very safe, very attractive color 
scheme—the monochromatic color har- 
mony which is that made up of the 
tints and shades of one color combined 
with white, black or gray. Since sil- 
ver is merely a form of gray this 
harmony is applicable to these win- 







Southwood, Inc., used this attractive Fall window display with excellent 
results at their store in Portland, Ore. S. B. Morse, well known shoe 
man and former shoe traveler, is president of this concern. 


The extravagance and elegance which 
is the keynote of this season was em- 
phasized in the A. S. Beck window 
photographed on the left-hand page 
of this spread. The brilliant colors, the 
figures of the mannequin, the cupids, 
the blackamoor, the palm leaves en- 
hance the general effect. 

Higher priced stores and depart- 
ments also had interesting displays 
last week. Russeks featured a “Sym- 
phony in Silver by Russeks.” Set in a 
wide carved silver frame was a woman 
in an evening dress of silver lame 
and wearing a silver fox jacket. At her 
throat was a large bow of cerise. On 
a high cerise hassock not far from her 
were silver hands holding evening 


dows. There is never any danger, with 
the use of a monochromatic harmony, 
of clashing colors. 

Another department store tendency 
which was noted with interest was that 
of featuring shoes prominently in dis- 
plays assumedly devoted to other mer- 
chandise. Although there was no con- 
scious effort noticeable to attract atten- 
tion to the shoes, they seemed to 
become the focus of interest of the 
window. This was done by careful 
placement of the shoes—to harmonize 
or to contrast with the ready-to-wear 
featured. Often a subtle hint such as 
this will carry more weight in influenc- 
ing the looker than will a definite 
statement of fact. 
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STRUCTURAL STRENGTH 


Exclusive IN 
BREASTLOCK HEELS 


MEANS Sales Strength for SMART 
MANUFACTURERS and RETAILERS 


a however smartly styled, is no better than its component 
parts. The fact is that a shoe is no stronger than its heel—and the 
way it is attached! 


Combined in one heel—and only in the Breastlock Heel—are structural 
strength, up-to-the-minute styling, plus the exclusive Breastlock con- 
struction, which insures the shoe retailer against the possibility of re- 
turned shoes because of broken breastings and ‘‘teetery"’ heels. 


Specifically, Breastlock Heels prevent broken sole flaps or breastings— 
pulling away from the counter line—and add extra shank reinforce- 
ment. 





BREASTLOCK 


TRADE MARK 


_HEELS 


LEADING 
SHOE MANUFACTURERS 
USE BREASTLOCK HEELS 


Thousands of retailers who want struc 
turally correct footwear that will never 
become ‘'cripples,’’ insist that their 
shoes shall be made with Breastlock 
Heels. 





F. W. MEARS HEEL COMPANY, Inc. 








[32] 
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Society Opens the Formal Evening Season 


[CONTINUED FROM PAGE 15] 


these are in bright colors with reds, 
fuschias and greens outstanding. In 
most cases these were worn to accent 
costumes in other colors, the same ac- 
cent color appearing in some other 
accessory or trimming. Several green 
shoes were seen with purple dresses at 
the opening of the horse show. A 
charming color coordination was seen 
at the Ballet Russe in a gold mesh shoe 
with plum colored vamp trimming worn 
with a gold and mauve brocade dress 
with plum colored jacket. 

Speaking of colored satin shoes, a 
few two-tone or multi-color shoes were 
seen at the horse show. One of these 
was in a bright grey blue and Ameri- 
can Beauty combination and was very 
charming. A number of white shoes 
were seen with white dresses, color 
being introduced in the wrap and other 
accessories. 

The “very naked” look seems to be 
the most popular pattern treatment. 
Many shoes consisted of just a few 
strips of material over the toes, an 
ankle strap and a heel strap. Woven 
vamps were also popular in ankle strap 
types. Many older women affected this 
type of shoe in black with gold pipings. 
Few high fronts were seen and these 
were usually on mesh shoes. Two or 
three wedge heels were seen at the 
horse show, one in the popular gold 


and silver kid combination. A few very 
low-heeled patterns were worn, but not 
as a style feature. 

As regards that moot question of the 
hair do, we should like to add our bit 
to the general confusion. The very 
high coiffure has been seen on a small 
minority. A few women are achieving 
it charmingly by building the hair just 
a little lower in the back and soften- 
ing the neckline with a soft wave in 
the back hair. The débutantes are 
sticking to the long bob with soft, large 
curls giving a lifted look above the 
forehead. Fashion prophets are now 
looking forward to height in front and 
a cascade of curls in the back. 

Hair ornaments, by the by, are seen 
in plenty but not as plentifully as we 
expected. The coquettish bow—little 
and big—is still with us for the 
younger set and impressive ostrich 
plumes for the matron. Those in be- 
tween are trying various styles. The 
newest idea that we saw at the horse 
show was an imposing concoction, half 
of it was stiff le_ps of ribbon, very 
rampant, the other half—we think— 
was little stiff feathers. 

Anyhow, the head is important this 
season and the clever retailer should 
play up coordination between heads 
and feet as well as between shoes and 
gloves and bags and jewelry. 





Problem Forum for 
Retailers 
[CONTINUED FROM PAGE 26] 


brings to the conference an experience 
with the A. H. Geuting Company of 
Philadelphia, assuring every merchant 
attending a program practically 
planned to be of individual assistance 
to shoe men eager to prepare in time 
for ’39. 

The speakers selected for each ad- 
dress will bring many new ideas useful 
and simple enough to fit the policies 
of all types of stores. Of especial in- 
terest to every merchant will be the 
unique presentation of Professor Prob- 
lem and his quiz session. Invited to 
participate in this event will be many 
merchants, specialists on individual 
problems of shoe store operation. The 
professor will ask for help from the 
students, but all his “A” scholars will 
be prepared to meet any challenge. 

For the merchant needing practical 
advice on the operation of his business, 
for the merchant who desires to in- 
crease the efficiency of his already suc- 
cessful store, but more especially for 
the merchant who is desperately in need 
of help, this meeting offers one of the 
most profitable educational investments 
of the 1939 shoe year. 

Don’t come to the meeting hoping 
someone will ask the question for you. 
This could happen, of course. Why not 


present it yourself? Why not take 
advantage of this service which the 
Shoe Fair offers? 

If you want the most advanced think- 
ing in a solution of your difficulties, 
write out your problem, include as 
much of the detail as you think neces- 
sary to express the situation, then mail 
it to Professor Problem, National Shoe 
Fair, Stevens Hotel, Chicago, Illinois. 
Your problem will receive individual 
attention and be answered at the 
meeting of “Shoe Store Problems,” 
Tuesday night, January 3. 


Building Business 
Outside of the Store 


[CONTINUED FROM PAGE 17] 


nothing in dollars and cents and it 
goes a long, long way. Its sunshine 
continues, even after you’ve stopped 
smiling. 

13. As a salesman you should de- 
mand self-respect and should be faith- 
ful to the firm you work for, and do 
nothing to discredit it. Be proud of 
your job, your firm and the shoes you 
are selling. This not only impresses the 
prospects, but makes you a better and 
more valuable salesman. 

14. Keep to yourself store secrets, 
profits and losses, credit standing of 
customers, future plans, etc. Nobody 
likes a tattle-tale. In fact, tattle-tales 
sometimes get their tails burned and 
lose their jobs to boot. 

15. Be loyal—do not permit yourself 
to criticize the management, store poli- 
cies, ete., when talking with “just 
anyone”. If you aren’t willing to make 
the most of your job, quit it and try 
to get another more to your liking. 

16. The ability and willingness on 
the part of shoe salesmen to carry out 
the suggestions discussed are unques- 
tionably taken into consideration when 
promotions are made. There is noth- 
ing difficult in carrying out the above 
points. The management expects this 
cooperation which should result in mu- 
tual benefits. 

To follow these suggestions, Mr. 
Shoe Salesman, won’t cost you much 
in money or effort, but it will increase 
your value as a salesman, increase the 
store’s sales and profits, and make your 
job more secure, perhaps winning a 
raise for you when conditions warrant. 
You can lift yourself by your own 
bootstraps and your store at the same 
time. 


Changes Store Name 
and Policy 


Los ANGELES, CALIF.—The name and 
policy of the branch men’s shoe store 
operated by F. C. Goodwin Co. of Holly- 
wood has been changed. This store was 
formerly known as “Cabel’s,” with shoes 
at the one price of $5.00. The location 
was found to be too good for a one- 
price $5.00 store, so the name was 
changed to “Goodwin’s,” and a- more 
diversified stock will be carried from 
now on. The same store management 
will continue as heretofore with H. 
Mathers being in charge. 


J. P. Saunders Promoted 


NASHVILLE, TENN.—James P. Saun- 
ders, assistant vice-president, has been 
elected a member of the board of di- 
rectors of the General Shoe Corpora- 
tion. Coming to the firm in 1931 as an 
employee of the purchasing division, 
Mr. Saunders in 1936 was made an as- 
sistant vice-president in charge of pur- 
chasing. 
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Don't buy your Spring shoes until you've seen this amazing new line of Mode Art— 
feature footwear made by the new 'Mobar" process which means greater flexibility— 
more comfort and longer wear. Our new program means greater dealer profits through 
a faster merchandising set-up. All, with no advance in our prices. Write or wire for 


salesman. 


MOULTON, BARTLEY, INC. 


MANUFACTURERS OF WOMEN'S SHOES 


1627 LOCUST STREET © SAINT LOUIS, MISSOURI 


































LOOK AT YOUR 
CARPETS FROM 
Her, POINT or VIEW 






SHE’S looking at the shoes, of course, but 
always against the batkground of carpet. And 
Mohawk, in the background, helps close the 
sale. Beautiful in color, texture, and design, 
Mohawk fittingly frames your smartest shoes. 
And the soft, deep pile so cushions critical 
testing steps that shoppers say, “I'll wear this 
pair home.” There’s a Mohawk, right in tex- 
ture, color, weave, and price for YOUR store 
—a Mohawk with good looks married to good 
hard wear. Call the nearest Mohawk Office for 
the “profit angle” of recarpeting with Mohawk. 
Illustrated here is Royal Boucie as installed at 
Lee Shoe Stores, St. Louis, and other leading stores. 















AGAIN WE SAY 


MOHAWK 
As 


STAGE YOUR SMARTEST STYLES 






MOHAWK CARPET MILLS, 295 FIFTH AVE.. NEW YORK 






— in 
REGIONAL SALES OFFIC 
2 TOES) Dallas Los Angeles Philadelphia San Francisco 





Boston Chicago St. Louis Detroit High Point — 
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Orthopedic Shoe Men Attack 
Group Problems 


New YorK—At a recent meeting held at the McAlpin 
Hotel, The New York State Orthopedic Shoemen’s 
Association embarked on a plan to deal with certain 
problems confronting its members. With the election 
of the new officers, Ralph Merriams, president; Albert 
Eskin, vice-president; I. E. Cohen, treasurer, and 
Harry Parke, secretary, a broad program was formu- 
lated, including educational, merchandising and legis- 
lative work. 

In his opening address to the members, Mr. Mer- 
riams spoke of the objectives of the association, its 
accomplishments and its future. His message was vigo- 
rous and to the point. He said in part: 

“All those who have responded to the advantages of 
affiliation with our association have learned that this 
organization was not started any too soon. 

“I would very much have liked to see all those con- 
nected with the health shoe fitting profession present 
at a previous meeting when the representative of a 
large concern closely allied with our profession made 
the startling statement that the future of our existence 
hangs on a very thin thread, unless we organize and 
organize solidly. He further implied that it was the 
duty of this organization to transmit this timely warning 
to everyone in the orthopedic shoe business. 

“You can find no better means to guard your inter- 
ests than by attending the very next meeting to acquaint 
yourself with the present conditions. All prospective 
members living outside of New York City and who are 
unable to attend the regular meetings should send their 
names and addresses to the secretary, Harry Parke, 215 
West 91st St., N. Y. C., who will forward to them our 
regular monthly bulletin at no obligation and in this 
manner they can keep constantly informed of the prog- 
ress of the organization. 

“This especially refers to those who are employees 
in the orthopedic shoe profession and whose names 
and addresses we have no means of obtaining. 

“There are many other kindred problems of equal 
importance and our intentions are to deal with each 
one with the same measure of determination and at- 
tention. The legislative aspect presents itself as a most 
predominant situation, outstanding for many reasons. 

“Do you know that a certain group has been con- 
sistently attempting to introduce measures of legislation 
in Albany that, if passed, would practically put you 
out of business? 

“Do you know that you might involuntarily and un- 
knowingly be violating certain laws in your everyday 
conduct as an orthopedic shoe man? 

“Do you know that the State Educational Depart- 
ment is constantly sending out investigators for the 
purpose of finding such violators? 

“Do you know that it is an everyday occurrence tv 

[TURN TO PAGE 44, PLEASE 
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Quaker City 


presents a fashion 


formula for spring 


Black Kid 


pointed up with 


brilliant eeler 


In all the panoply of color for spring, black shines 
out like a pure and faultless gem. Black glazed on 
Silkid is full of character in itself, and it is superb 
Quaker City Black when adapted to this season’s artful drapes, cuffs and 
Glazed Kid 

dressmaker tucks. For drama, promote black kid 

Quaker City Black 
Silkiad ~ with an icing of color in a platform or binding. For 


satisfaction, specify black in Quaker City Kidskin. 


QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 
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* ALFRED VAMOS, 450 Marbridge Bidg., New York City, i 

has assigned ———— rights in his great invention to the thi 

United s Rubber Products, Inc. In return he has been des 
appointed sole distributor to the trade of all stretchable of 
leathers incorporating “Lastex” yarn. Write to him for to 














price list and samples. For booklets and general infor- 
mation on the uses and advantages of “Lastex” yarn in 
any type of apparel or accessories for men, women or 
children, always feel free to write to the address below. 

















... THE MIRACLE YARN THAT MAKES THINGS FIT 








by United States Rubber Products, Inc. 


An elastic yarn manufactured exclusively 
New York City 


1790 Broadway 
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Possibility of Rubber Shortage Seen 


Shipments of Rubber Footwear Manufacturers This Year 
Far Below Those of Last Year and 1936, and 
Retail Stocks Are Generally Low 


New York—Figures compiled by the 
Rubber Manufacturers Association in- 
dicate a sharp decline in orders placed 
by retailers and wholesalers for water- 
proof rubber footwear during the first 
nine months of this year and raise an 
interesting question as to how mer- 
chants would be prepared to meet the 
situation should a period of stormy 
weather ensue in the early Winter. 

In the first place, the association 
finds, dealers’ stocks were pretty well 
cleaned out at the end of last season. 

In the second place, shipments of 
waterproof footwear from manufac- 
turers for the first nine months of this 
year have amounted to only about 17 
million pair, nine million less than for 
the corresponding period of 1937, and 
eleven and a half million less than for 
this period of 1936. It is obvious that 
despite their clean stocks at the end 
of last season, dealers have continued 
to buy on a hand-to-mouth basis, on 
the assumption that they will be able 
to fill their needs promptly as they 
arise. 

In the third place, manufacturers’ 
inventory at the end of September was 
less than it was that date a year ago 
by more than two million pairs. They 
are therefore not in a position to fill 
without delay an unlimited back-wash 
of orders which normally would have 
been placed well before this time. A 
number of dealers have already found 
this out, learning with surprise that 


their orders for certain items can not 
be filled until the first or second week 
of December. 

To avoid the possibility of being un- 
prepared for a sudden demand, dealers 
are being advised to return to more 
normal buying practices, instead of 
waiting until the last few days before 
the Winter season sets in. Any other 
practice tends to create difficulty for 
all parties concerned, leads to hectic 
last-minute rushes in trying to cover 
needs, and is likely to result in lost 
sales and other disappointments. With 
waterproof footwear, experience has 
shown that it is necessary to be ready 
the minute the merchandise is wanted, 
and even taxicab deliveries, such as 
sometimes have been resorted to in 
past emergencies, might not save the 
day if the situation is as badly unbal- 
anced as the above considerations seem 
to indicate. 

So rubber manufacturers are sug- 
gesting that dealers who have not al- 
ready lined up their requirements, do 
so immediately. 


Newark Shoe Retailers 
Association Organized 


NEWARK, N. J.—A group of 45 shoe 
merchants and managers met at the 
Cadillac Restaurant in Newark on No- 
vember 10 and organized the Newark 
Shoe Retailers Association. Some 23 


stores signed the membership roll that 
evening, with every expectation of com- 
plete Newark membership at the next 
meeting. 

The session was opened by Samuel 
Elfin, who introduced Maurice P. King, 
both speakers emphasizing the need for 
an association in Newark to promote 
and protect good retailing practices in 
footwear. Speaker of the evening was 
John Anderson, of the Boot AND SHOE 
RECORDER, who outlined a similar enter- 
prise of the merchants of Denver, Colo., 
under the title “In Touch With the 
Times” Association; and then pre- 
sented a report on a Newark shoe sur- 
vey which the RECORDER is preparing to 
determine the price levels acceptable to 
the public. 

To give stability to the organization, 
the following were elected officers and 
instructed to draw up plans for collec- 
tive action in public service of retailing: 
Louis Waldman, president; Maurice P. 
King, vice-president; Herman Ratner, 
secretary, and Samuel Elfin, chairman 
of membership. 

The business session continued until 
nearly midnight, with every timely topic 
discussed at length. It was voted to 
hold regular meetings the first Tuesday 
of each month, with committees ap- 
pointed to make studies and reports of 
cooperative efforts possible. 


M-B Shoes to Expand 


Gary, IND.—Ed Milburn, owner of 
M-B Shoes, has recently leased space 
which will make possible a considerable 
expansion of his present store. He 
plans to move early next Summer to 725 
Broadway, where he will open a com- 
pletely modern family shoe store. 
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Lama-Fur Foot Muffs and Eskimo Over-Boots 
Now! With Genuine Crepe Rubber Soles 


sports, . going and from 

and as an extremely warm heuse slipper or bed 

Weel lined with zippers at back for quick 
~ ke in STOCK 

Eskimo BOOTS te 

Sirekte Gebtn | tele, 

Sizes—vemallcme. -orefttable mark-up. 

for men — Write for our de- 

women — children — in- seriptive folder and 

fants. prices. 


CASTERLINE BROS. MFG. CO. 


104 E. MASON S&T. MILWAUKEE, Wis. 








Riding Boots 
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G. S. Jones Joins 
Pilling Sales Staff 


Boston, Mass.—George S. Jones, 
well known shoe traveler who has cov- 
ered New England and the Middle At- 
lantic States for 12 years, has joined 
the sales staff of the John Pilling Shoe 
Company of Lowell, Mass., for which 
firm he will cover the Greater Boston 
district. 

Prior to making his present connec- 
tion, Mr. Jones sold for the A. G. 
Walton Shoe Co., of Chelsea, Mass., and 
before that, for the Charles Kemler 
Shoe Co., of this city. 
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Cincinnati Shoe 
Firm Reorganized 


CINCINNATI, OHI0O—Under a recent 
reorganization plan, the firm name of 
Stix-Altman-Weiner, Inc., manufactur- 





MYRON B. WOLF 


ers of women’s shoes here, has been 
changed to Stix & Wolf, Inc. The 
newly formed corporation has acquired 
all the assets of the former company. 
Officers are Myron B. Wolf, president, 
treasurer and director; Richard Stix, 
vice-president, secretary and director; 
and Maurice E. Pollak, director. Pro- 
duction will be continued in the same 
plant at Floral and Park Avenues, Cin- 
cinnati. 





RICHARD STIX 


In announcing the new organization 
plans last week, Mr. Stix emphasized 
the fact that their line of Stylizers- 
Manikin Model Shoes will continue to 
be made with the same quality, style 
and fit as heretofore. 





Mrs. Day’s “IDEAL” 


The name “Ideal” has been the buy- 
ing guide for two generations of 
mothers in the matter of baby shoes. 
lt stands for the best in specialized 
juvenile footwear for the younger age 
groups. You can attract this estab- 
lished patronage to your Children's 
Department by stocking and showing 
Ideal Flexible Hard Soles in the 3-8 


run. 








MRS. DAY’S 






MRS. DAY'S 
FLEXIBLE soc: 












In addition to Mr. Stix and Mr. Wolf 
the sales force consists of the following: 
J. M. Plaut, Sam Niederberg, William 
J. Liebler, L. L. Imig, Dave Lapidus 
and N. K. Morris. 





Wisconsin Travelers 


to Elect Officers 


MILWAUKEE, Wis.— The Wisconsin 
Shoe Travelers Association, Inc., at its 
next regular monthly noonday luncheon 
meeting, Nov. 26, at the Hotel Plank- 
inton, here, will nominate new officers 
for the ensuing year. 

The last few meetings of the asso- 
ciation have been well attended, and 
with many of the salesmen home for 
Thanksgiving, a good turnout is an- 
ticipated for the November meeting. 
The association’s membership is holding 
even with last year, according to Fred 
E. Schmidt, secretary-treasurer of the 
organization. 

Present officers of the association are, 
in addition to Mr. Schmidt: L. L. Imig, 
representing the Stix-Wolf Shoe Co., 
Cincinnati, president; Henry D. Kuehn, 
Doerman Shoe Mfg. Co., South Milwau- 
kee, first vice-president, and William L. 
MeMannis, Pied-Piper Shoe Co., Wau- 
sau, second vice-president. 

The board of governors is comprised 
of John Kowalsky, Ed. P. Schmidt, 
Irving Telling and Paul Haas. 
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Sales of Independent Shoe Stores in September 


Sales Reported 
ah. 





Number 
of Firms 


States by Report- 
Regions 


“Percentage Change 
From From 
Sept., Aug., 


—- 
Thousands of Dollars 


Sept., Sept., Aug., 


1937 1938 1938 1937 1938 


























California 
Oregon 
Washington 


962.3 
762.6 

76.9 
182.8 





2993.4 





Total adjusted for the 
number of working 








by the Bureau of Foreign and Domestic Commerce 


shows the retail sales of 462 inde 


shoe stores for September 1938. Also 


the sales for August 1938 and for September 1937. In the states reporting, sales 
have fallen off 11.6 per cent compared to the previous September yet it is en- 
couraging to note that sales are 37.5 per cent higher than ‘August of this year. 


The chart is accurate for the material reported but no all-inclusive conclusions 
ean be drawn on the basis of 462 stores, though this may be a fairly representa- 
tive cross section 





Wholesale Shoe Men to 
Hold Annual Dance 


New YorkK—The Wholesale Shoe 
Men’s Association of New York have 
made definite plans to make their 
Fourth Annual Entertainment and 
Dance, to be held Sunday evening, De- 


cember 18, at the Grand Ballroom of 
Manhattan Center, the best yet held. 

Emil Coleman’s orchestra will fur- 
nish dance music for the affair and an 
entertainment program made up of an 
all-radio star bill will be featured. 

The affair will get under way at 8 
P. M., and tickets are priced at $1.00. 





° 


AS ADVERTISED IN : 


THE SATURDAY. 


EVENING POST 


Christmas shoppers prefer nationally 
known merchandise because it enhances 
the value of their gift. And always 
the ideal gift for a man is a pair of 
slippers—Evans Slippers, of course. 
Evans offers its dealers sound mer- 
chandising helps—national advertising, 
a large in-stock department, a wm 
ful line of smart styles (genuine hand 
turned), and a broad range of popular 
prices. Write for catalog. ' 
L. B. Evans’ Son Co., Wakefield, Mass 


The Chamberlain — style 
1659 — Burgundy Tourist 
Opera. (Also in otber 


colors.) 


Evans ' 


SLIPPERS 
CED feet pect ta bast Maud Leppass 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS.. U. S. A. 














Dancing Shoes and Taps 
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PROFESSIONAL 
BOWLING SHOES 








We. 240 
8 KS SHOE MFG. Co. 
Swanson iteer Sten Philos 
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For Men and Women 


IN STOCK 
$455 
up 








Send for Catalog 
ARNOFF F SHOE CO. 


“ Duane St. 
New York City 








H. D. Stanley with 
Statler Shoe Co. 


NASHVILLE, TENN.—Howard D. Stan- 
ley, formerly with the P. Hagerty Shoe 
Co., Washington Court House, Ohio, has 
joined the sales staff of the Statler 
Shoe Co., manufacturers of service 
shoes, a division of the General Shoe 
Corp. 





STANLEY 


HOWARD D. 


Mr. Stanley has had long experience 
in the shoe trade and during the past 
20 years he has covered the states of 
Indiana, Michigan and Ohio for the 
Riley Shoe Co., H. C. Godman Co. and 
latterly with the P. Hagerty Shoe Com- 
pany. 

He is very enthusiastic over his new 
line and states that it will create a new 
and definite interest among retailers in 
merchandising work shoes. 

Covering the State of Ohio with his 
new line, Mr. Stanley will make his 
headquarters in Columbus. 





Vamos Opens New 
St. Louis Plant 


St. Louts, Mo.—Under the personal 
direction of Alfred Vamos, the opening 
of the St. Louis plant of Alfred Vamos 
& Son, Inc., was celebrated recently 
with a luncheon at the Hotel Statler. 
The guests included representatives of 
virtually all the St. Louis shoe manu- 
facturers and department stores. W. L. 
Mason, president of the Board of Alder- 
men of St. Louis, welcomed the new 
enterprise to the city on behalf of 
Mayor Bernard Dickman. John Ring, 
manager of the Industrial Division of 
the St. Louis Chamber of Commerce, 
extended the good wishes and coopera- 
tion of his organization. Others in at- 
tendance included A. M. Burton, secre- 
tary and manager of the St. Louis Shoe 
Manufacturers Association, members of 
the press and local banking institutions. 

E. F. Roberts, head of the Lastex 
Division of the United States Rubber 
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INDIAN 


Ba++ tans 


G. H. BASS & CO. 


MADE BY 








Company, in serving as toastmaster, 
outlined the development and growth of 
elasticized leather and pointed out that 
the opening of the St. Louis plant of 
the Vamos organization first, served 
as factual evidence of a remarkable 
achievement reflecting the genius of Mr. 
Vamos; second, that the development of 
elasticized leather to its present state 
of perfection marks a definite turning 
point in shoe manufacturing which will 
have a decided effect upon the future 
course of shoemaking. 

In opening his new plant, Mr. Vamos 
formed a Missouri corporation. His son, 
Andrew Vamos, is president; Edward 
O’Neill, for many years associated with 
the leather and supply trade of St. 
Louis, is vice-president and general 
manager. Alex Freund and Robert 
Strauss have come out from the New 
York branch of the Vamos organization 
to be in charge of operations. 

This new plant will serve shoe manu- 
facturers in the Middle West. It has a 
floor space of about 20,000 square feet 
and will employ about 100 workers. 


Correction 

The shoes in the photograph on the 
top of page 27 of the Nov. 5 issue of 
Boot AND SHOE RECORDER were designed 
by Ferralli-Hollywood for Ann Doran 
in Columbia’s “Blondie,” and not by 
Saval, as stated in that issue. This 
open toe and heel shoe was intended for 
Winter wear. 

















“UNISHANK" 


adds WEAR 
and COMFORT 
and APPEARANCE 


to every shoe in which it is used 


The reasons are simple — 
“UNISHANK™ helps the shoe 
@ to retain its shape 

@ to hold its proper tread 


e to provide perfect foot 
support until completely 


worn out. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Kushins Joins Hamilton- 
Brown Sales Force 


St. Louis, Mo.—Fred Marx, sales 
manager of the Independent and Met- 
ropolitan branches of the Hamilton- 
Brown Shoe Co., as previously noted, 
has announced that Sam Kushins, for- 
merly with the Wolff-Tober Shoe Mfg. 
Co., has joined his sales staff. Mr. 
Kushins will travel from Denver, west. 


H. W. Schueler Recovers 
from Illness 


PITTSBURGH, Pa.—The many friends 
of Herman W.: Schueler in the shoe 
trade will be glad to learn of his com- 
plete recovery following a serious ill- 
ness. Mr. Schueler is president of the 
Pennsylvania Shoe Travelers’ Associa- 
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tion and has been laid up for some time 
due to his illness. However, he hopes 
and expects to make his first Spring 
selling trip very shortly. 





Consolidated Shoe Co. 
Reorganized 


CINCINNATI, OnI0—Recent reorgani- 
zation of the affairs of the Consolidated 
Shoe Corp., Cincinnati, have resulted 
in the incorporation of the Sam B. 
Wolf Sons Company, Incorporated. 
Myron D. Wolf was elected president; 
Albert Steiner, vice-president, and Sam 
B. Wolf, Jr., secretary and treasurer. 
The Consolidated Shoe Corp. was 
formed in 1932 through the merger of 
the Sam B. Wolf Sons Company and 
the Roth Shoe Manufacturing Co. The 
reorganization results in a separation 
of the interests formerly consolidated. 

However, the Consolidated Shoe 
Corp. will continue its operations. Jack 
L. Roth, of this corporation, has ac- 
quired the interest of Myron D. Wolf 
and Sam B. Wolf, Jr. Under the re- 
organized set-up, the new officers of 
the Consolidated Shoe Corp. are Jack 
L. Roth, president and treasurer; 
Richard Rauh, vice-president and sec- 
retary. It is understood that as a part 
of the new arrangement, Consolidated 
Shoe Corp. assigned certain of its 
goodwill and trademarks to the Sam 
B. Wolf Sons Co., Inc., including the 
well-known “American Girl” trade 
name. This line of shoes will continue 
to be manufactured in the Consolidated 
Company’s plant at Seymour, Ind., as 
heretofore. The two companies will 
continue to cooperate closely in the 
manufacture and sale of the same 








Good materials mean good workman- 
ship. Ask for processed fabrics made 
from Buck Creek Flannels. Their ten- 
sile strength is greater —their even 
nap takes a smoother coating. Com- 
| | biners have consulted us on their fab- 
| | ric problems for 25 years. Let our 
| experience be your advantage. 


SELLING AGENTS: 


| LW.Volentine be 


40 WORTH STRERT. NEW YORK, N. ¥ 


NEW ENGLAND REPRESENTATIVE: 


JOSEPH S. CALIGA 
10 HIGH STREET, BOSTON, MASS. 

















types of women’s shoes in which they 
have been engaged for the past thirty 
years. 





Brown Salesmen Preview New Men’s Line 









This large reproduction of the box end of the Brown Shoe Com 
tured line occupied the center of the stage at their recent 
ing it were the mediums through which the line will be nationally 


Sr. Louis, Mo.—The first of a series 
of important sales conventions by the 
Brown Shoe Company was held Thurs- 
day and Friday, November 3 and 4 at 
the Coronado Hotel in St. Louis. This 
was a meeting of the newly-created 
United Men’s Division of the Brown 
Shoe Company, which was given a pre- 
view of the new specialty line of meh’s 


y's new fea 
conference. Flank- 
advertised. 


shoes, to be known as “Roblee.” This 
new line is launched on the eve of the 
sixtieth anniversary of the Brown Shoe 
Company and carries the name of J. H. 
Roblee, one of the company’s original 
founders. It will sell in the popular 
price field on a protected territory basis, 
one retailer to a community. 

The new United Men’s Division will 
specialize exclusively in shoes for men 





wogmas w=-mmea., 
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DISPLAY CARDS 
Each month, 14 informative 
foreeful 


Color Xmas Windows 


with Decorative 
Display Cards 
and Price Tickets 
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BOOT AND SHOE RECORDER 





208 SOUTH STATE STREET *® CHICAGO, ILLINOIS 





47 WEST 34THST. eacnoway 
a a ee 


The Market Is Calling 


all buyers—wanting the latest and best— 
tested by comparison. 

No other shoe center gives to buyers 
the chance for a choice obtainable in the 
Marbridge Building. 

When in New York—be neighborly—s 


welcome awaits you on every floor. 


D. S. MACDONALD, Mgr. 


NeW YORK 





and boys. In addition to the new Rob- 
lee line for men, salesmen for this divi- 
sion will carry Buster Brown Shoes for 
boys and other Brownbilt lines for 
men and boys. One line will carry the 
Tread Straight feature and another line 
will have the Air Step feature. Both 
of these features are exclusive with the 
Brown Shoe Company and have been 
previously promoted in other Brown 
lines. 

The United Men’s Division is under 
the personal direction of W. H. Ogden, 
formerly general manager of the Cen- 
tral Shoe Company, who heads the sales 
of this division, and Archie Mudge is 
merchandise manager. The line will be 
complete with brogues, French toes and 
conservative lasts in calf, kid and kan- 
garoo, and including all types of sport 
shoes. 

Clark R. Gamble, vice-president of 
the Brown Shoe Company, pointed out 
that the new Roblee line brings to re- 
tailers for the first time a combination 
of specialty styling and merchandising 
methods and real mass production ef- 
ficiency, which, he says, results in a 
new standard of value and greater 
profit opportunities for the retailer. 

A. G. White, advertising manager, 
announces that the new Roblee line 
will be nationally advertised in full- 
color pages. The advertising, as well 
as the promotion and display materials. 
take their cut from a newly-created box- 
end, a striking design in red and blue, 
which has been featured in a series of 


preliminary trade paper announcements 
over the signature of “John A. Bush, 
Shoeman.” 

A completely coordinated program of 
advertising and merchandising was pre- 
sented to the salesmen by R. N. Heath, 
vice-president of the Leo Burnett Com- 
pany, Inc., Chicago, the advertising 
agency handling the account. 


Omission 


Through an unavoidable error, the 
name of LaValle, Inc., was omitted 
from the list of participating members 
in the story of the Spring Opening of 
the Shoe Fashion Guild of America, ap- 
pearing in the November 5 issue of 
Boot AND SHOE RECORDER. 

LaValle, Inc., manufactures a quality 
line of women’s fashion footwear and is 
one of the member-firms of the Shoe 
Fashion Guild who especially designed 
the shoes shown at the Fashion Lunch- 
eon on Wednesday of this week. 


Easy-to-Do Decorations 
[CONTINUED FROM PAGE 19] 


1—A plain box with sloped shelves 
is trimmed with wings of Upson board 
cut in fancy shape. Wings red, box 
white. 

2—When a center aisle decoration is 
needed, but a wall-to-wall trim would 
look too heavy, use an evergreen fes- 
toon between two slender uprights, 


bearing holly, or evergreen wreaths, 
and topped with shiny stars of tin or 
paper. A square for a gift table can 
be made easily by adapting this idea. 

3—This genial Santa is made of 100- 
pound offset paper, or something with 
equal body. The upper face has a red 
nose, blue eyes and white cotton eye- 
brows pasted on. The beard is a half- 
oval cut and the ends pencil curled, 
clipped on just below the nose. Then 
the moustache is put on over the beard 
with a little paste. 

4—Section markers that are gift 
suggestors have a two-foot supporting 
strip of five-eighths by four-inch 
board, white with red lettering. The 
sign is cut from ply-wood, and painted 
green or white; lettered in the oppo- 
site color. White cord serves to sup- 
port the sign and strip, which is at- 
tached to the shelving or a post. 

5—This showcase trim uses a small 
cut-out tree and festoons of Christmas 
tree trimming. The floor is done in red 
and white, tree is green, festoons mixed 
colors or silver. 

6—Pillar is covered with white cor- 
rugated, banded with silver; large 
holly leaves of green and silver paper 
are caught beneath a cluster of red 
paper berries. The enlarged detail to 
the right shows a cluster of leaves 
cut from green glazed paper and fin- 
ished with berry cut-outs of red. This 
may be used as another motif for this 
pillar. 
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Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 





Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. | 


HOWELL “iitos’ 


Oi elie heli edi tdi el | 


Dancing Shoes and Taps 

















PLEXIBLE TAP DANCING SHOES 
Lightening 
Step 
by 
NEW 
osco 
IN-STOCK PROCESS 
Patent Lea White Kid 
Women’s AA-4%-8 = ...... $1.45 $1.50 
*  A-B-C-2%-9 ... . 1.45 1.50 
Misses’ A-B-C-11%-2 ... 140 1.45 | 
Children’s B-C-8%-1i ..... 1.35 1.40 
28 Goodhue S$ 
Owens SHor Co ESO 


Moulton-Bartley 
Salesmen Meet 


St. Louts, Mo.—Moulton, Bartley, 
Inc., held their semi-annual sales con- 
ference recently at headquarters, at 
which time the road men were made 
acquainted with the company’s new 
Mobar process of construction as well 
as the new merchandising plans for the 
coming season. The Spring line is be- 
ing introduced to the trade over the 
name “MODE ART” footwear, backed 





So about all Mr. Richter has found 
it necessary to do is to devote to this 
merchandise one of two display cases 
facing the bank of elevators which 
serve the shoe and millinery depart- 
ments. In this case is placed one each 
of every style carried—sometimes as 
many as 20 or 30. This display is not 
installed every month or even every 
two weeks. It is there day after day, 
changing only when a new number is 
put into the store’s stock. 

It is a colorful display, of course, 
and women are attracted by color. Con- 
sequently, it not infrequently happens 
that a customer, stepping from the 
elevator with the firm intention of 
turning half right into the millinery, 
will first turn half left and look at the 
slippers. 

“Women,” comments Mr. Richter in 
this connection, “are open to the temp- 
tation to buy pretty footwear. We 
strive to provide it.” 

In other respects this sub-depart- 
ment of the shoe department is mer- 
chandised exactly as one merchandises 
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How a Boston Slipper Section Increased 
Shoe Business 


[CONTINUED FROM PAGE 28] 





any department carrying shoes bought 
from a manufacturer with a complete 
in-stock service. Fill-in orders are 
placed once a week, sometimes for as 
few as eight or nine pairs—sometimes 
for many times that number. 

It was obvious to the personnel of 
the shoe department last Christmas- 
time (when the shoe department was 
even younger than it is today) that 
the constant day-in and day-out dis- 
play of slippers and boudoirs had had 
an effect only remotely contemplated in 
the original merchandising plan. It 
had all been a glorious build-up for 
the holiday trade because shoe cus- 
tomers, millinery customers and coat 
customers, all of whom remembered 
having seen this display every time 
they had visited the store, came literal- 
ly in droves to select from the in- 
creased stock which then was carried. 

Mr. Richter hopes that something of 
the same kind will happen again in a 
few weeks when thoughts turn to gifts. 
The chances are he will not be dis- 
appointed. 





up by a new merchandising setup which 
includes cooperative advertising. 

William Moulton announced that the 
salesmen were highly enthused over the 
new Spring program, and that the out- 
look for the coming season is very 
bright. Plans just completed will in- 
crease Moulton, Bartley’s factory pro- 
duction to 2500 pairs per day. Douglas 
Bartley displayed the new line for the 
first time at New York during the Guild 
Show. 

Salesmen for Moulton, Bartley, Inc., 
are as follows: Frank Butterworth, the 
West Coast; R. Dud Cushman, Wiscon- 
sin, Illinois, Indiana; Ben K. Farnham, 
New York and New England; Max 
Goldstein, New York City and vicinity; 
Geo. W. Morgan, Ohio, Michigan, West 
Virginia; C. O. tto, Pennsylvania; 
Paul Shatto, Southeastern States; Jack 
S. Williams, Alabama, Mississippi, 
Louisiana, Arkansas and Tennessee; 
W. Paul Williamson, Minnesota, North 
and South Dakota, Nebraska and Iowa; 
Bill Toller, Kansas, Oklahoma and 
Texas. 


Altman Opens New York 


Office 


New YorkK—Joseph Altman, who, for 
the past two years has represented the 
Racine Shoe Mfg. Co., Racine, Wis., 
covering New York, New Jersey and 
Connecticut, has opened a new office 
and showroom at 149 Duane Street, this 
city, where the company’s complete 
Spring line of men’s shoes are on dis- 
play. 

Mr. Altman is a well-known figure in 


the shoe trade in this locality, having 
been in business for himself as a jobber 
for the past four years, and prior to 
that representative of an eastern shoe 
manufacturer for more than 10 years 
in this territory. 


Orthopedic Shoe Men 


Attack Problems 
[CONTINUED FROM PAGE 34] 


have orthopedic shoe men summoned to 
appear before the New York State 
Special Investigator for the profession, 
and reprimanded or, in many cases, 
prosecuted and fined? Do you know 
that, whether you are an employer or 
employee, you can be found equally 
guilty of such violations? 

“And because our work is of a scien- 
tific and highly specialized nature, and 
by virtue of the fact that we are con- 
stantly confronted with various foot 
prob!ems within the province of cor- 
rective shoe fitting, the border line in 
many instances is very thin. These 
boundaries must be broadened so that 
we may properly safeguard our sphere 
of corrective shoe fitting. 

“It is not our desire in the least to 
encroach upon privileges granted only 
to members of the healing art, but 
rather, through a cooperative means, 
clarify our own position and standing.” 

The next meeting will be held on 
Tuesday, November 29, at 9 P. M., at 
the Hotel McAlpin. Further informa- 
tion on any of these questions may be 
obtained by calling either Mr. Parke or 
Mr. Merriams. 
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All the items described above are out- 
standing advantages to manufacturers 
who are making platform or beaded 
welt shoes using the 


G/C SOLE STITCHING MACHINE 
— MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Laessped -» Wowie 








SALESMAN WANTED 


LINE WANTED 


POSITION WANTED 








Specialized Side Line 


settee known branded line of 
women’s smartly styled arch and 
dress types in stock from AAA to EEE 
retailing $3 to $4 has open territories 
as follows: Minnesota, Iowa, Illinois, 
Missouri, Indiana, Kentucky, Tennes- 
see, Mississippi, North Carolina and 
South Carolina. We want men who 
carry non-conflicting line, must 
wide awake and anxious to earn real 
money. Straight commission. Write 
ye apt Smee | photograph and 
all details confidentia 


Address No. 31, care BOOT & SHOE RECORDER 
239 West Seth Street, New York, N.Y. 





SALESMEN WANTED 


For Southern California, Michigan 
and Chicago territories by St. Louis 
Instock line of high styled Women’s 
Novelty Footwear. Require men with 
road selling experience. An oppor- 
tunity for profitable and permanent 
connection to live wire salesmen. 


Address Ne. 23 = BOOT & SHOE RECORDER 
1627 Lecust St., St. Louls, Missouri 


SALESeAr large following, covering Arkan- 

Mississippi and Alabama, wants Eastern 

ane of ladies’ novelty or men’s dress shoes, $2 

eater. A. H. A., 2426—14th St., Gulfport, 
iss. 


SALESMAN covering tetritory three hundred 
mile radius Cincinnati, wants line ladies’ 
novelty or Sport Oxfords. Two to three dollar 
retailers. Sells case lot buyers only. Satisfac- 
tory references. Address $29, care & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








FOR SALE 


Goon established shoe store in Ohio town of 
16,000, in heart of steel industry, also 
diversified industries. 100% location, rent rea- 
sonable, good stock, for quick sale $3,850.00 
cash. Address $28, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








A_PAYING SHOE STORE jocated in Brooklyn 
doing upward of $35,000, reasonable rent— han- 
dling nationally advertised lines of medium and 
better grade family shoes—present inventory 
$14,000. Net earning for 10 yrs. above $5,000 
per year. Reason for- selling other interests. 
No auctioneers. Address $25. care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
ie of 








BUSINESS OPPORTUNITY 





SHOE CO. 


131 Duane St. New York City 











WANTED: Salesmen with established trade, 
who are Baye wr in ) science of foot 
correction, direct from factory, 
Famous Dollar Kirfion Arch-Ezur for men and 
women, adjustable for treating the various forms 
of foot disabilities, can be worn in any 
Samples can be carried in pocket. Liberal com- 
So. No objection to ate ee line. 
ive age, ay territory wanted, trade 
reference. $27, care Boot & Shoe 
Recorder, 239 aes 39th Street, New York, 





SALESMEN— Experienced with established fol- 
pty Sor the cate of Glin, cee Gaeree 

to represent us in the state of Michigan 
with Detroit as headquarters, to carry our own 


applying give eer in 
perience. DIAMOND Sapte © ~ ANY 139 
Duane Street, New York, N. 





PROFIT and opportunity unlimited on my 
ty - method preserving baby shoes into 

Ends and Mantel Instructions 
ay reasonable. Write—M. E. Watson. Belle- 
fontaine, Ohio. 





WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-5i81 


CAPABLE shoe man, age 35. Twelve years’ 
experience all phases store = a 
management, window trimming, 
Good salesman and promoter. Now ¢ em: red 
but desires change. Address $26, 
a. Laan, 239 West 3%h Street, Ne New vee 





Foot specialist. Several years’ experience 
foot comfort work, and fitting corrective shoes. 
Now shoe buyer and manager for a department 
store. Would like to manage a department 
either ladies’ or children’s featuring corrective 
foot wear. Florida preferred. Address $24, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





UNG man 38 years of age. 15 years’ Re- 
Yeu Shoe experience as a and Sales- 
man. Will consider out of town. Address $32, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





MANUFACTURERS’ AGENT 


LD established with excellent business con- 

nections in South Africa & Rhodesia is 
anxious for agencies of Marufacturers making 
competitive lines in Cosey Slippers, Upper 
Leathers and other lines appertaining to the 
footwear industry, full covered for Ladies’, 
Men’s and Children’s footwear. Address $30 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York. 








PATENT ATTORNEY 








PATENT YOuR IDEs 








Son . Emp, 
fer ANY levention or Trade Mark 





WANTED. TO PURCHASE 

















Enti we Ro and il 
or ~~ Reta 
Stocks randed Shoes such as 
Walk-Over, . Enna-Jettick, Vital 


IRVIN RUBIN 
“The House of Jobe’ 
88 Reade St., Cor. Churc 
Phone Barclay 7-7887 New "rk City 











Buyers of Surplus Stocks 
entt® it Sey emeben, oF cutive, aatte of disse 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5877 and 5378 

















address should be counted. 
Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
S@™” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@8 


all other cases each word of the 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








1 INCREASE REPEAT SALES 
Satisfied 


customers return 
@ ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down try-ons 
Write for Deseriptive Folder 
and list of shoe factories offering Brannock 
at special cooperative 


Devices 











The Complete Line of 
SHOE 


ORNAMENTS 
AND SPATS 


Buttons and 

Manolis Manufacturing Co. 

4248 Ne. Crawford Ave.. 
Chicage, If. 











ANDERS 


AC 


TREE 


° 
E 


Easy 
to 
Operate 
Self-Adjusting 
5 SIZES FIT ALL SHOES 


Send for 30-day Trial pair. 
Arlington, 


. N. J. 


Easy 


to 
Sell 


TILA IP 

shoe Ne C} ping } 
tes, Alter Shoes to Fit 
7 amu Vat 


ng 1F vices 


AS 


DUNDE SHOE RE-SHAPING DEVICES, INC 


Poy Cure 


for Price Tickets 


$2.25 
HALF GROSS 


Titts at Any Angle 


M. D. Pollinger Co. 
Holland Bidg., St. Louls, Me. 





INCREASE YOUR SALES 
with the original 
SHOE DOCTOR SHRINKERS 











T. S. Childs’ Buyer 
Given Dinner 


Ho.iyoke, Mass.—The employees of 
Thomas S. Childs, Inc., entertained at 
a harvest dinner party in the Granby 
Community House, recently, to honor 
Alfred P. Beauchemin, who has just 
completed 40 years as an employee of 
the store. 

Following the dinner the party ad- 
journed to the store where games, music 
and dancing were enjoyed. Benjamin 
W. Childs presented Mr. Beauchemin 
a traveling bag and case in behalf of 
his co-workers. The guest of honor ex- 
pressed his thanks and spoke briefly of 
the history of the store since its organi- 
zation 48 years ago. Mr. Beauchemin, 
who is buyer for the ladies’ shoe de- 
partment, came here 40 years ago from 
Pittsfield. 


Bids Asked for 
Flying Cadet Shoes 


Boston, Mass.— The Commanding 
Officer of the Boston Quartermaster 
Depot has asked for bids covering the 
manufacturing and delivery of 966 
pairs of so-called “flying cadet” shoes, 
the bids to be opened here on Nov. 25. 
These are black calf oxfords, worn with 
dress uniforms, while not in active ser- 
vice. 


Shoe Club Entertains 


New YorkK—The Shoe Club of New 
York entertained local and out-of-town 
shoe men at an elaborate dinner party 
held at Billy Rose’s Casa Manana, 
Monday evening, November 14. Held in 
conjunction with the Shoe Fashion 
Guild Opening in this city, the affair 
drew a large crowd of shoe men and 
their guests, representative of practi- 
cally every section of the country. 

Business cares were banished before 
an excellent entertainment program 
which featured well-known stars of 
stage and screen. 

Those who attended were unanimous 
in their approval of the party for 
which a lot of credit must be given to 
Ben Barnett, president of the Shoe 
Club, and Miss Minna Morgenstern, 
secretary, for their work in planning 
the affair. 


Southern Shoe Show 
January 15-17 


BIRMINGHAM, ALA.—The first annual 
Southern shoe exposition will be held 
in Birmingham on Jan. 15-17. 

T. G. Brabston, chairman of the 
Chamber of Commerce’s convention 
committee, made the announcement fol- 
lowing official confirmation from Eugene 
A. Richardson, executive secretary of 
the Independent Association of Shoe 
Manufacturers. The Tutwiler Hotel 
will be headquarters. 

Wholesale and retail buyers from 10 
Southern states will come to Birming- 
ham, occupy three floors of hotel space, 
and see the latest in footwear. 


Roller type device 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit 
feet a perfect fit. Our Shrink- 





ing Devices, when used with 
our specially prepared fluids, 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm 


$47.50 ¢ 


Curved type iron 


| Send your order or write for detail information 


cluded in above prices) f.o.b. Indianapolis, 


| Special combination offer $25.00 (fluids in- 
| Indiana. 
| 


E. C. SMELTZER CO. 


121 E. Gist Street, Indianapolis, ind. 








Walk-Over Club Holds 
Second Annual Dinner 


New YorK—The second annual din- 
ner of the Keith Highlander Club of 
the Walk-Over Stores in the metropoli- 
tan area was held at the Hotel Taft, 
Wednesday evening, November 9. 

Joseph W. Doyle, of the 510 Fifth 
Avenue store, acted as master of cere- 
monies. Jacob Hoffman, president of 
the club, made the opening address. 
Jean Keith, the guest of honor, con- 
gratulated the club on its success and 
stressed the importance of unity and 
exchange of ideas among its members 
to give progress and profit for all. 

Henry Davis, New Orleans represen- 
tative, gave a preview of the new 
Walk-OVer line for Spring which prom- 
ises to rank high among the comfort 
and style leaders of the industry. 

Richard Hasey, of the men’s shoe 
division, spoke on the emphasis being 
placed on extra sales in men’s leisure 
and sport shoes for Spring. 

An educational as well as an enjoy- 
able evening was had by all, which in- 
cluded the presentation of a chest of 
silver to one of the members who re- 
cently walked the matrimonial path. 





